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INTRODUCTION

A wise man once said. " The person who saves money
by not advertising is like the man who stops the clock
o save time.” Imrodiey s fast-paced, high-tech age,
husingsses must use some form of advertising to make
prospects aware of their products and services.

Cven a famous company like Coca-Cola continually
spends money on advertising te support recognition of
their products. In 1993, Coca-Cola spent more Lhan
$150 millicn to keep its name in the forefront of the
public’s eye. So the question isn't whether of not you
can afford 10 advertise, you simply must if you want
your business 1o succecd.

Some guestions vou should consider before buying ads
Higas

1. What media is the best to use?

NEWSPAPER ADVER A

2. How imporiant is creativity?

3, Ts there a way (o buy space and tune that will srrelch
my adverlising budget?

When it comes o advertising, & lot of people really
don’t know what they wanl, where 10 get it or what to
do with it after they bave i1 This publication will help
you learn 10 determine what type of adverusimg media
is best for you. It also provides guidelines you Cun use
o obtainy e adveriising exposure you need and will
help you identify ways 1o make your adverusing more
cost efficien. '

Adverlising is an mivesungnt in vour business’ tujure.
And, like any investmenl, it’s important {o find out as
much as you can before you make a decision. You'll
be able to use this publication often as a reliable
reference ool 10 the ronths and years ¢ come.

Every advertising medium has characteristics that give
i natural advantages and limitations. As you look
thraugh your newspaper(s}, you'll notice some pusi-
nesses that advertise regularly. Observe who they are
and how they advertisc their products and services.
MMore than likely, thelr advertising mvestinent 1
waorkirg if 11°s selling!

Almost every home in the United States receives a
newspaper, either by newsstand or home delivery.
Reading the newspaper is a habit for most families,
And, there is something for everybody--sports, comics,
crosswords, news. classifieds, etc. You can reach
certain types of people by placing your ad in different
sections of the paper. People expect advertising in the
newspaper. In fact, many people buy the paper just to
read the ads from the supermarket, movies or depart-
et stores.

Unlike advertising on TV and radio, advertising in the
newspaner can be examined at vour letsure, A newspa-
per ad can contain details. such as prices and telephone
numbers or CoOupons,

There are many advantages to advertising in the
newspaper. From the advertiser's point-of-vicw,

newspaper advertising can be convenient because
production changes can be made quickly, 1f necessary,
and you can often wsert a new adventisement on short
notice. Anather advanlage 1% the large variety of ad
sizes newspaper adverusing oflers. Even though you
may not have a lot of meney in your budper, you can
still place # series of small ads, without making 4
sactifice.

Some Disadvantages with
Newspaper Advertising

Advertising in the newspaper offers many advantages,
bt it 15 not without s inherenn disadvantages, such as:

1. Newspapers usually are read once and slay i e
house [or just a day.

[

. The print quality of newspapers isn'l always the
hest, especially for photographs. So use simple
artwork and line druwings for hest results.

3. The page size al' a newspaper is fairly Lo ge and
smadl ads can ook minuscule.

4. Your ad must compete wih other ads far (he
reader’s agtention,
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5. You're not assured that every person who gets the
newspaper will read your ad. They may not read the
section you advertised in, or they may simply have
skipped the page because they were not interested 1o
the news on it

How Should | Work with my
Newspaper Representative?

Every newspaper has i1s own sales staff, and you're
normally given a personal newspaper “'sales represen-
tative.” A newspaper sales rep can be very helpful. He
or she can keep yvou posted on special sections or
promotions that may apply to your business, bt
always keep in mind 11 15 the sales rep's job to sell vou
adverfising,

our sales rep might say that the newspaper can lay
out any of vour ads. pre-prepared or nol. But these ads
tre assembly line products and are not often very
creative of eye-catching. Consider using an arist or
agency {or your ads.

In addition, your sales rep can sometimes be instru-
miental in making sure your story or upcoming an-
nouncemnent “finds” the right reporter because the
rejationship belween Lhe advertising and editorial staff
is chummier than most people Lhink, despite claims of
total independence.

Buying Newspaper Advertising Space

Since the Expanded Standard Advertising Unit Syslem
was adopted back 1n 1984, it is now easier to buy
advertising space in newspapers. Adventising is sold by
column and inch. mastead of just line rates. You can
determine the size ad you want just by looking in the
newspaper in which you want to advertise. If you can’t
locate an ad that's the size you want, just measure the
columing across and the inches down, For example, an
ad that measures 3 columns across and 7 inches down
would be a 21-inch ad. II the inch rate is $45.67, vour
ad will cost $95%.07. In case your newspaper is still on
the line rale system, remember there are 14 lines to an
inch. S0, if the line rate is $3.73, multiply it by 14 and
vou will have the cost of an inch rale, (The rate wounld
he 543,30 an inch.)

Here are some other things o remember:

1. Newspaper circulation drops on Saturdays and
increases on Sundays, which is also (he day a
newspaper 15 read most theroughly,

[ ]

. Position is important, so specily in what scciion you
want your ad to appear, Somebines twre's o
surcharge for exact position . bw dor’t bhe afraid (o
pay for it if you necd i

3. Request an outside position for ads that have
coupons. That makes them casier to cut out,

4. H a newspaper is delivered twice daily {moming/
evening), it often offers "“combination” rates or
discounts for advertising in both papers. You
usually can reach more readers, 5o s Kind of
advertising may be something 10 consider.

Other important 1ps W rememher are:

+ Before vou advertise, have in mind i definite plan
Tor whal it is you wanl to sell.

» Creale short, descriptive copy for your ad. Include
prices if applicable. Consider using a copywriter or
ask vour newspaper for free copy assislance.

*» Fuce your products toward the inside of the ad, If
the product you want to use taces right, change vour
copy lavout to the left.

= Be sure to include your company name and fogo.
address and telephone number in the ad.

+  Neat, unchurtered and ordetly ads encourairc
readership. Don’Ciry to crowd gverviing you can
in the layout. If the newspaper helps vou with the
layout, be sure Lo request a proof of the (inal version
50 ¥OU Cin approve 1Lor make changes befowe it
printed,

Always make sure you are satis/icd with whal your
advertising says and how it looks before il goes lo print,
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MAGAZINE ADVERTISING

Many of the same “print” principles which apply to
newspaper advertising also apply to magazine advertis-
ing. The biggest differences ate:

» Magazines are usualty weekly or monthly publica-
tions instead of daily,

» Advertising messages are more image-oriented and
less price-oriented.

« The quality of the pictures and paper are superior 1o
newsprint.

»  Advertisements involve color more often.

The genicral sule at you can run the same ad

3.5 imes within & campaign period before its appeal
lessens applies to magazine advertising as well, even
with a monthly publication. S0 it makes sense to spend
cxtra time and money to preparc a worthwhile ad that
can be successfully repeated,

Over long terms such as these, however, be aware thal
the client {you) often tires of the ad before the audience
does.

Because ads in magazines are not immediate, they take
more planning. Often, an ad for a monthly magazine
must be prepared at least a month in advance of
pubtication, so ads detailing prices and iterns musl be
carefully crafted to ensure accuracy.,

Since the quality of the magazines are superior, the
advertiging that you generate must be superior as well.
Negatives are usually required instead of prints or
“"PMTs" (photo-mechanical wansfers), Consider
obtaming assistance from a graphic artist or an adver-
lSing Agency.

There are two calegories of magazines: rade maga-
zines and consumer magazines. Trade magazines are
publications that go to certain types of businesses,
services and industrics. Conisumer magazines are
generally the kind you find on the average newsstand,
Investigate which type would do your business the
most good.

An agency ¢an also purchase the magazine space for
vou, often at no charge, because the magazine pays the
agency a commission directly. if you wish to purchase
the advertising yourself, contact the magazine dircctly
and ask for an “Ad Kit” or “Media Package.” They

will send you a folder that includes demographic
information, teach information, a current rate card and
a sample of the pubhication.

Although most magazines are nalional in namre, many
have regional adverlising sections that allow your
business to look like 11 purchased a national ad when it
only went to a certain geographical area, This can be
especiafly useful if your product or service is regional
in nature as well and could not benefit from the
magazine's complele readership. Each magazine docs
this differently, so contact (he one(s) you are interested
in and ask them about their geographic cditons. Some
sophisticaled magazines even have demographic
editions available, which might also be advantageous.

Since its inception, radio has become an integral pan
of American culture. In some way, it touches the lives
of almost evervoue, every day. Radio, as 8 medium,
offers a form of entertainment that attracts listeners
while they are working, traveling, telaxing or doing
almast anything. A farmer, for exampile, niay hsten o
the radio while he is having breakfast or plowing his
field. People driving to work often listen to the radio,
Radio offers information such as: news, wealhet
reports, traffic conditions, advertising and music for
your listening plcasure.

What Are Some of the
Good Things About Radio?

Radio 15 a relatively inexpensive way of reaching
pecpte. It has often been called the “thealer of the
mind™ because voices or sounds can be used to create
moods or images (hat, if crested by visoal effects,
would be impossible to afford.

You can alyo negotiate rates lor your conumercials, or
even barter. Stations are often looking Lor prizes they
can give away to listeners, so i's possible W get full
cormmercial credit for the praduct or service you offer.

Advantages to radio advertising mclude:

« The ability to easily change and update scripls are
paramount to radio broadcasting, since news stories
can and often do happen live.

+ Radio is a persenal advertising medium. Station
personalities have a good rappott with ther
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listeners, I a nucdo personality announces your
commercial, it's almaost an implied endorsenent,

+ Radio is also a way 10 support your printed advenis-
. You can say in your commercial, “Sce our ad
in the Suadery Times,” which makes vour message
twice as effective.

What Are Some Limitations
te Radio Advertising?

Radio advertising is nol without its disadvantages oo,
such as:

* Youlan't review atadio commercial, Onee it plays,
18 gone. I you didn’t catch all the message, you
can’t go back and hear it again.

+ Since there are a lot of radio stations, the tolal
listening audience for any one station 1§ just onc
picce of a much larger whole. That's why it's
important o know what stations your customers and
prospects probably hisien (0. Morcover, most of the
lime. you'll need to buy time on several radio
stations 10 reach the market you seck.

= People don'tlisten 1o the radio all the time ... only
during centain times of day. So, 1t's important 10
know when your customers or prospects arc
listening. For example, if you want 10 reach a large
portion of your audience by advertising during the
morning farm report, you must specify that lime
period to the radio station when you buy the time.

One of the most popular umes lo reach people is
during “drive time” (from 6 a.m. 10 10 aan. and 2
pate 7 pana) Its called that because most people
are paing o or frotn work during this period, and
hecause most people listen to their radio when they
drive Unforumately, radio stations know that this
is a fovorite e w advertise, so commercial costs
are mnch higher during this ume.

* Radious o broadcasting medium, can elfectively
sell an image .. or one o Iwo ideas al the most. It is
not, however, § detailed medium .. and is 4 poor
place for prices and telephong numbers,

» Radio listeners increase in the spring and surmmer,
vontrary o lelevision audiences which inereise
the fall armd w inter and decrease o the summer. This
1< uportant aspect w consider when you gre
choesing advertising media,

How Sheuld | Buy Time on the Radio?

Like a mewspaper, each radio station has i1s ewn
advertising staff. Each waniz vou 1o belicve that en
station 1% the absolute best buy lor vour money., and
many will go to great lenglhs 1o prove it But it you've
dote your research. or you are using an advenising
agency. you probabty have a good idea o 1he station
¥oU want to buy time on and when. T yvou don't know
which stations vou want 1o use. ask cach stanon for ts
OWR 1esearch, that is the tvpe of programming,
musical fornal, geographic reack, number of listeners
and station ratings.

By getting the sation ratings awd the number of people
it reaches, you can figure oul the cost-per-thousand
people (CPM) by simply dwviding the cost of a com-
mercial by the thousands of people vou are reaching,

Cost of commerceil = $35.00 '

Audience reactiod A5 000 people

Cost of commeriiol
iper 1000 peaple

H

3543
$0.78 per 1000

Without getting complicaled, here are two cardinal
rules for radio advertising:

L I's better 1o advertise when people are listening
than when they arc not.

2. IU's better (o bunch vour commereials together than
10 spread them apart,

Aot of radio sakes reps wall v nalk voue o of
advertistny during specilic times, They ™1 offer you a
reduced rale called TAF { Toiul Audience Plany i
splils vour advertsing time inlo 13 drive, 175 mid-day
and 12 mght. This mav sound like a good dead, bt
airing commercials during times when vour audience
isn'tlistening is bad advertismg, 1 however, vou are
sponsoring a show such as Powd Horvey or e Afora-
g Farey Report, i1 akes sense [0 adveriise onee or
Pwice o day ol a regular basis, since s programs
have regubar Listenership. Freguency is oovial element
fov effective radio wiverising,
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Since you can’t automatically recall the radio commer-
cial and hear it again, you may hear the same commer-
cial two, four, or mavbe six times before the message
sinky in. I you missed the address the first time, you
consciously or subconsciously are hoping the commer-
cial will be aired again 0 you can get the information
vouneed. That's the way radio advertising works.
And that's also the way you buy il.

Most ¢f the time, radic advertising should be bought
chunks, High frequency over a short period of time is
much more effective than low frequency over a longer
periced of ume. It's important for your avdience to hear
vour spol again to get more infermation out of it. For
example, if you wanted a two week adventising
campaign and you could afford 42 radio commercials,
the following buy would serve you well: On Tuesdlays,
Wednesdays and Thursdays, place three spots between
7-9 a.m. and four spots between 3-6 p.m. for two
weeks., Notice that both day and hour periods are
concentrated.

By advertising in concentrated areas in tight day groups.
¥ou give the impression of being larger than you really are.
And, people hearing your concentrated campaign far two
ar three days will think you're on all the ume. The radio
sdles Teps may my Lo sell you three spols every day on the
station for 14 days (a total of 42 spots). Bur your cam-
paign won't be nearly as effective.

Here are a few Gips to belp you plan your commercials:

1. If you're including your address in the commercial,
stmplify it. Instead of “134525 East Pines." say "at

TELEVISION ADVERTISING

Television is often called *king” of the advertising media,
since a majority of people spend more hours wakching TV
per day than paying altention to any other medium. It
combings the use of sight, ¢olor, sound and motion ... and
it works, TV has proven its persuasive power ininfluenc-
ing human behavior ime and time again, But it's also the
“king” of advertising cosis.

Advantages in Television Advertising

Television reaches very large audiences — audiences
that are usually larger than the andience your ciry s
riewspaper reaches, The arca that a television stalion’s
broadeast signal covers is calied AD L, which stands
for Area of Domunant Influence.”

the corner of Fust & Pmes. next to Guribies.” Iy
easier to retnembes.

2. Dxan’t use phone numbers in your commercial. If
you menticn your phone number, refer to the
Yellow Pages in the local phone book.

Tad
h

Radio wotks better when you combine it with other
advertising media.

4, Check out the price differences between 60-second
and 30-second commercials. Normally, 2-second
commercials are oniy 1/3 less than 60°s. which
makes a 60-second commercial a better buy.

_n

. Be creative willt your radic advertising, too. If i
sounds like all the rest of the commercials. it won't
stand out. Your message won't be heard nearly as
well. Advertising agencies are usually quite good at
producing creative radio commercials.

If vou decide to write your own radio scripts, remem-
ber these basic copy writing rules:

= Get your listener’s attention immediately.
Write U1 comversational style.

»  Avoid using buzz words or jargo.

» Repeal vour INportant pounts.

» Make your ending strong and positive with call-to-
action for response.

Some advantages of television advernsing melude the
following:

1. Advertising on 1glevision can give a product or
service instant validity and prominence.

1=

. You can easgily reach the audicnees you have
targeted by advertising on TV, Children cin be
reached during cartoon programming, Cuewers
during the moming agricultural repons and house-
wives during the allernoon soap operas. A special
documentary on energy sources for licaung homes
and business will alsoeanimact viewers intetesied in
heating allernatives,
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A, TV offers the greatest possibility for creative
advertising. With a camera, you can take vour
audience anywhere and show them almost anything.

4. Since there are fewer television stations than radio
stations in a given area, each TV audience is divided
inter mmuch larger segments, which enables you o
reach a larger, yet, more diverse audience.

Disadvantages in Television Advertising

Because TV has such a larger A DL, the slations can
cluwge inore tor commercials based on the larger
number of viewers reached. The cost of television
commercial time is based on wo variables:

|. The number of viewers who watch the program,
2. The time during the day the program airs.

One 3D-second television commercial during prime
lime viewing (8 p.m. to 11 p.m.) can cost 1{) 10 30
times more than one radio spot during drive time
{which is considered prime listening ime).

While the newspapet may cover the city's pencral
metropalitan area, TV may cover a good portion ol the
state where vou live. It such a coverage blankets most
of your sales terntory, TV advertising may be the best
advertising alternalive for your busingss,

Producing a commercial 1§ also an important variable
to consider. On the whole, television audiences have
becorne mote sophisticated and have come 1o expect
guality commercials. A peorly produced commercial
could severely limit the effectiveness of your message,
and may even create a bad image in your customer’s
mind,

Advertisimg agencics or TV commercial production
facilities are the best orgamizations for creating a
commeieial that will be effective for the goods or
service vou are offering, But the cost of a well-
produced commercial i oflen more expensive than
people think. Some TV stations will claim they can put
(ogether commercials for “almost nothing.” Betore
agreeing 10 this, find out what “almost nothing™ means.
Then, determing if the commercial quality and contenl
they are proposing will represent your firm’s image.

Many companies use the station’s commercial produc-
lion facilities for creating “'tag lings™ on pre-produced
conimerials. Often, the station will help you personil-

ize the spot for little or no cost ... if you advenise with
them, Remember, more than anything clse, when 11
comes 1@ making a TV commercial, you get whal you
pay for, And, when you’re buying commercial time for
one 30-second TV spot costing from $600 to $1,200. it
makes scnse to have the best sales presentanon
possible.

Remember, like radio, the message comes and goes
and hat's it, The vicwer docsn’l see your conmmercial
AN UNIE SR yOu buy moee PIECCmeTns.

Creativity: A Vital Element

When you advertise on TV, your commercial is nol
only competing with other commercials, 11°s also
competing with the other elements in the viewer's
environmeat as well.

The viewer may choose 10 get a snack during the
commercial break, go 1 the bathroom or have a
conversation about what they just 3aw on the show
they were viewing. Evenif your commercial is being
aired, vicwers may never see it unless it is creative
enough to capture their allention, That's why it's so
important to consider the kind of commaercial you are
g0ing to create ... and how you wand your audience to
be alfected. Spending money on a good commiercial in
the beginning will pay dividends in the end.

Don't Use TV Unless Your Budget Allows

Altempting to use TV advertising by using a poorly-
produced commercial, buying inexpensive late night
commercial time that few people waich or just placing
your commercial a couple times on the air will guaran-
1ce disuppointing results. To abtain posttive results
irom TV advertising vou must hive enongh maney
vour budget 1o

1. Pay for the cost of producing a yood TV commer-
cial (today costs range from 32,5000 $20.000
and above),

[ B

. Pay for effective commercial tne that wilk reach
vour viewer at fcast 3-7 times.

Praperly done. television adverusing 1s the most
affective medium there s, Bul it s big league advertis-
ing ... and you shouldn’t attempt it unless you have
cnowgh money in your hodgel odo i right,
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I you're still attracted 10 TV, it's a pood idea o call in
an adverlising agency lor production and media buying
estimales. Then, figure out what sales results you can
cxpect, With such dara, you should be able lo reach 4
logical adverlising decision,

Buying Television Advertising Time

There are many things fo know and consider betore
buying « TV programming schedule. That’s why, 1n
most cases, using an advertising agency or a media
buying scrvice is recommended when advertismg on
TV .1 these serviges are unavailable, find a TV
representative (hat you Can rust. Your agency or
representauve can help vou select the programs you
should advertise on in order 10 reach your market,
Alse, ask about “fnoge” time, adjacencies and
package plans.

CABLE ADVERTISIN

When you are engineering vour schedule, rentember
that repetilion [or lrequency) is a very impolant
ingredient 1o use. Makc surce your autdicnes soes your
commmercial with the context of the promruns vou're
buying. Ask for a commmercial alfidavit. Normaily, it
doesn’tonst any more and the slauon will provide yvou
with a list of the exact mes your Commercial was run.

Cther Considerations

For an effective and incxpensive way 10 got your
message on the TV screen. consider using pre-prepared
TV commercials that may be available (10 you through
a manufacture or distributor you deal with, You can
add your name and logo 10 the end of the commercial
for iude or no cost, Look at cooperidive wlvertising
too. Many companies offer prepared advertising
materials you can use and at the same Hime may pay
for a portion of the advertising schedule,

Cable advertising is a lower cost allermative 1o adver-
tising on broadcast television. It has many of the same
qualities as broadcast television and. in fact, since 1
oftcrs more programming, 1t°§ even easter 10 reach a
desigmated audience.

The rouble with cable 1s that it doesn’'t reach everyone
in the markel area, since the signal is wired rather than

YELLOW PAGES

broadeast and, akso, because not evervone subseribes
to cable,

Il cable does reach 4 large pant of youwr market. have an
advertising agency mvestgare its cost or call e cable
company's advertising sales department. Changes arc
the cable commercial time will be 10 to 20 pereent of
the costs of regular brosdoast mme,

Telephane book advertising is another way to reach
your market area. It allows you 1o place your business
listing or ad in selected classifications within the book,
with the theory being that when people need your
product or service, they will ook up the classitication
and conlact you.

Much of the “sell” copy for a product or service,
therefore, is not needed in your ad content, since the
people who have looked up your classification are
already in the markel 1o buy, Whal you must he aware
ol when yau write the ad is the other firms® ads within
vour classification. In other words, why should the
reader select your firm aver your competition? That is
ihe crucial question — and your ad should provide the
dNSWCT.

Telephone Yellaw Pages salespeople oflen employ the
technique of selling as large an ad as possible 10 one
company, then showing the other companics in the
sane classilicauot whil the one compuny s doing so
that they can match it or beat il This is nol Lhe best
criteria for determining ad size. bun s definitely pood
for the ad salesperson,

To determing the sire vou should use, consider the
follorwing:

* Your ad should be large enough o meorporale ihe
vital information the reader needs 1o maks 4 coniact
deciston (as mentioned abewe,

* Remember yowr lessons in print advertising, Keep
your ad clean, creative and eve-appealing. Even
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though the phone company will “design your ad for
Iree,” some firms employ graphic artists and
advertising agencies 1o create a Yellow Pages ad
that really stands out.

» Cive yourself a budget to work with, Figure out
how much you want 10 spend on Yellow Pages
advertising for the entire year, then divide it by 12,
That will give you the payment that is automatically
artached to vour phone bill every month,

Do something unique or different. If no one else is
using cclor, use color. Even shades of gray can make
an ad look better and more appealing.

Advantages of Yellow Pages Advertising

» One ad warks all year long.

« Gives your praospect a method of easily locating and
contacting your business, even if they didn't
initially know your name.

= Can help you describe the differences belween vou
and your competition,

= You pay by the month instead of one large pavment.

Disadvantages of Yellow Pages Adverlising

+ You must commit to an entire year of adverising.

OUTDOOR ADVERTISING

+ You are immediatelv placed with a proup of vowr
compelilors, making it casy for ihe prospedt
comparison shap.

« Some classifications are s¢ cluttercd wiih aibverns-
ing. your ad is buried and ingftecrive.

= Itis only effective when a prospect looks you up in
the correct classification. asswning the prospect
knows what classification (o look for in the firsi
place.

[f you require maore than one classification, vour
Yellow Pages representative often has packages and
programs that can save you some money. (1 addition.
the same is often true il you necd 10 be advertising in
more than one ¢ty or markel.

Yeliow Pages advertising 15 an important mediam to
congider in our fast-paced, mnformation-hungry
society. People really do let their “fingers do the
walkitg” instead of driving arcund blindly, Make sure
your Yellow Pages ad is autactive and informative
encough to be the one or two businesses the prospect
actually does select to call, And then make sure you
have the resources to deal with the inquiry. Atter all,
there is nothing more annaying than being put "on-
hold™ by a busy receptionist or being served by an
uninterested or unknowledgeahle ciuployes.

When people think of outdoor advertising, they usually
think of the colorful billhoards along our streets and
highways. Included in the “outdoor” classification,
however, are benches, posters, signs and transit
advertising {the advertising on buses, subways,
taxicabs and trains). They ali share similar advertising
rules and methods.

Ougdoor advertising reaches its avdience as an clement
l the environment, Unlike newspaper, radio or TV, 1t
doesn i need 19 be invited into the home, And 11
doesn’t provide entefainment 1o sustain 15 audience.

Some Outdoor Advantages

» Since itis in the public domain, ouldoor adverlising
asswredly reaches its audience. People can’t “switch
it off " or “throw it out” People are exposed to it

whether they like it or not. En this sense, outdoor
advertising traly has a “capred andience.”

= I's messages work on the adventising principle of
“"frequency.” Since most messages siay in the same
place for a peried of 4 month ar more. people who
idrive by or walk past see the same messavc
rumber of umes.

«  Particular locations can be aoquired o cenain
purposes. A Billbourd locwted a block o Tront of
yout business candirect people 1o your show oo,
Cr vou can reach rurad arcas elliciently by placing
billboard in each small 1own.

+  Qutdoor advertising is an excetlent adjunct 1o other
types of advertising vou are deing. In fact, it is
most eflective when coupled with other media,
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Some Qutdoor Disadvantages When you buy ouldouor advertising, remmember that

location ix everything, High traffic areas are ideal. A

billboard in an undesirable ;wea will do you Litde good.

Keep yvour message concise (use only five (o seven

»  Messuges must be brief o [inin that 2-3 second tirme words) and make ivereanvely appealing to ateract
lrame. Ninety-Iive percent of the time, either the readership. Few words. large illustrations (or pholos},
messape or the audience is in motion. bald colors and simple hack grounds will create the

most effective outdoor advertising messages.

- Onundoor wlverlising 18 o glance medivm, At best, it
enly draws 2-3 secands of o reader’s time,

= The muure of the way yow buy outdoor adverising
susually g three month comemitment’ is not condu-
Cive B very short, week-long campuign,

Wohor mukes Svhirect” el diiferent than rec iy mail”? ANy e vour area i would be happy o con-
Sothne, Uy just i way the advertising world de- sull with you G voeur necds, 18 not, there are o num-
sutibes pJ't}ll-ilI\likH]Eﬂ message hal circunvents ber of national ninding Tists available. On the aver-
trditional medun spewspaper, radio, TV and appeals age, you should pay between 410 5 cenis a name,

chirecely Woan ndeviduad consumer. Lisuadly through

. . . +  [For assembly, addressing and mailing your prioject,
the il B orher carniers also participate. B £ £ prel

vou also have the choice of doing il vourself or

[rvect ncal may be used more than vou think. Stadics locating a mailing service compary o do it for you.
madicale that it is the third largest media expenditure As the numbers of your direct mail pieces increase,
sehimd elavision and newspaper. the more practical it is for you to enlist such an

organizalion for assistance. They also are very

good at getting vou the lowest postad rates.
Ruiles to Remember = Feling 3 PO

«  Consider using a self-addressed reply card or
envelope 10 strengthen 1etums, Use a Business
Reply Postage Number on the envelope and youa'll
pay only for the cards which are retumed to you.

vtk voun sudienee, Figure out who you wiant 1o
wach before developing your dirgt mail program.
T wows you o specifically target your messagy
o fibvommaon needs, Ty the best advertising

mzduam for “ailoring” your appeal. . . s
¢ ¢ wring -yt PP The blessing (or curse) of direct mail is that there are

oo setrules for fomm or content, The task of deciding
what your mailing should have as comient, its design
and ils message(s} is up o vou. However, remember
to alract the reader’s attention with color and creativ-
ity. Use clear, comfortable writing and make your
appeal easy 10 respond.

= Locate the right mailing Hst. Y ou can cither build a
“heouse list” by doing the research yourself and
compiling the information on a compuler — ar you
can purchase an “outside list” from a list house or
miling organizalion dready pre-prepared and ready

111 g

And, of course, coordinate the mailing with other
advertising media if you are also using them in the
surne campaign. I can significantly merease the
potental return.

« There wre many ways to purchase [sls. You can
buy them demaographically (hy age, profession,
habits o business?, or geographically (by location,
stale and zip codel. Or you can buy a list with both
qualitics. More than likely, there 15 a mailing list
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SPECIALTY ADVERTISING

“Giiveaways™ — the pencils, pens, buttons. calendars
and refrigerator magnets you sce everyday — are
called “speciaily advenising™ in the trade.

Chanees are. vou have some specially adverlising
ilems righl at vour desk. Businesses imprint their
nume on e ad give them away (or sometimes sell
them al very low cost) inorder that:

«  You notive their name enough times on the ilem 1o
build “1op-of-the-mind” awareness, sa when you
need o restaurant, for mstance, you think of their
mame first,

»  You appreciate the oodwill of the company giving
vou the item and eventually return the favor by
aiving then some business.

These are both 1ene-1erm advertising invesiments thal
Vit take ionths of years [ m into actual sales,

Firsl, select the best item that witl well your story most
cilecnvely, While an accountant can give away an
mexpenstve calculator, the same ilemn may nol be ideal
for a hairdresser, A comb or brush might he more
apprapride m that case.

CONCLUSION

Second, decide what you are going 10 say on the item.
A company slogan? Address directions? Since you
have a retatively small area, you must be very concise
andl direct.

Third. figure cut your method of distribution. Are you
going to send them to cach customer through the madl?
If s, how much will that cost? Will you have them in
a big bowl that says “take onc™? Distribution is just as
important to consider as buying the item.

Just as there are many reputable specialty adveniising
professionals in your arca, the industry 15 notorious
with a lot of high-pressure telephone and mail sohici-
tors who often give specially advertismy a bad name.
Don't buy specialty advertising through the mail
without checking the quality and prices with trusted
local representatives {irst. And. buying specialty
advertising over the welephone is not recommended at
all.

Specialty advertising is a4 unique way 1o generale
goodwill and put your name on items that people
reriember. But don't do it unkess you have an iiem
ane] distribution plan that will benefit your business,

‘There 15 no e — siwre-fire — besr way 10 advertise
vour product or service, It is important to explore e
virious axdvertsing media and select those which will
mnst eflectively convey your message to your custom-
ers in i cost-e[ficient manner,

Always remember., advertising is an invesunent m the
future of your busingess.
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APPENDIX: INFORMATION RESOURCES

U.S. Small Business Administration (SBA)

The SBA offers an extensive selection of information
on mos| business management topics, from how to
start a business (o exporting your products.

Thas information 1s listed in The Small Busingss
Directory. For a free copy contact your nearest
SBA office.

SBA has offices throughout the country. Consult the
U.5. Government section in your telephone directory
for the office nearest you, SBA offers a number of
programs and services, ucluding trauing and educa-
tipnal programs, counseling services, financial pro-
grams and contracl assistance. Ask about

« Service Corps of Retired Executives (SCORE),
a national organizaticn sponsored by SBA of over
13,000 voilunteer business executives who provide
free counseling, workshops and seroinars 1o pro-
spective and existing small business people.,

» Small Business Development Centers (SR s},
sponscred by the $BA in partnership with state and
local govemments, the educational community andd
ihe private secior, They provide assistance., counsel-
ing and training 1o prospective and existing business
people,

+ Small Business Institutes (SBIshorganized
through SBA on more than 500caollege campuses
nalionwide. The institutes provide counseling by
students and faculty to small businass clients,

For more information about SBA business develop-
ment programs and services call the SBA Small
Business Answer Desk at 1-800-U-ASK-5BA
{B27.5722).

Other U.5. Government Resources

Many publications on business management and other
related topics are available from the Government
Printing Office (GPO). GPO booksliores are located in
24 major cities and are listed in the Yellow Pages
under the bookstore heading. You can request a
Sufject Bibliography by writing to (rovernment
Printing (MTice, Superintendent of Documenits.
Washington, DC 20402-9328.

Many federal agencies ofter publications ol mizerest
to small businesses. There §s o nominal fee fow some,
bur most are free, Below is aselected disg ol govern-
menl agengics thal provide publications and other
services targeted o smadl businesses. To ger their
publications, contact 1he regional offices Tisied in the
telephone directory or wrile 10 the addresses below:

Consumer Information Cenler {CIC

F.O. Box 100

Pueblo, CO B1002

The TC alfers @ consumen inlorntation yataloe o
lederul publicalions.

Consumer Product Safety Commission (¢ 1807
Publivanons Request

Washington, DC 26207

The CPSC offers guidelines for prodoct sty require-
heTLs.

ULS. Department of Agriculiure (USDA)

121h Street and Independence Avenue, SW
Wushington, IXC 202511

The USDA offers publicalions on selting wthe USDA
Publications and programs on enlrepreneurship are
also availabie through county extension ollices
nationwide.

LLS, Department of Commerce (DO

Office of Business Liaison

1dth Strect and Constinttion Avenpe, N

Room 5898

Washingron, DXC 30230

DOC s Business Assistanee Conter provides Ustings of
hustness opportunities avarlabic in the federal govem-
merd. This service also will reler businesses e diller-
enl programs and services in the TXC ad other
federal agencies.

LS, Department of Health and Human Services
{HHS)

Public Health Service

Alcohol, Dreg Ahuse and Mental Health Adminis-
tration

5600 Fishery 1ane

Rockville, MI> 20857

Drug Free Workplace Helpling: 1-800-843-4971,
Frovides informaton on Emplecee Avsiang:
Programs, National Insuuue for Deug Ahese Holhne:
1.800-662-4357. Frovides information cn ueveniing
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substance abuse in the workplace The National
Clearinghouse for Alcohol and Drug Information:
1-8(H}-719.6686 toll-free. Provides pamphlets and
resource materials on substance abuse

UL5. Department of Labor (DOL)
Emplovment Standards Administration

200 Constitution Avenue, N'W

Washinglon, DHC 202180

The DOL offers publicalions on compliance with
labor laws.

L.§. Department of Treasury

Internal Revenue Service (IRS)

P.C2. Box 25866

Richmond, vA 23260

1-800-424-3676

The RS offers information on tax requirements for
smail businesses.

L'.5. Environmental Protection Agency (EPA)
Smull Business Ombudsman

401 M Strect, SW {A-149C)

Washington, DC 204460

[-BO0-368-5888 except DC and VA

703-557-1938 in XC and VA

The EPA offers more than 100 publicatzons designed
to help small busincsses undersiand hew they can
comply with EPA regulations.

U.8. Food and Drug Administration (FDA}

FDA Center for Food Safety and Applied Nuirition
200 Charles Street, SW

Washington, DC 20402

The FDA offers information on packaging and labeling
reqquirements for food and food-related products.

For More information

A librarian can help you locate the specific information
you need in reference books. Mosi libranes have a
variety of directories, indexes and encvelopedias that
cover many business topics, They also have olher
resources, such as

+ Trade association information
Ask the ibranan to show vou a direciory of trade
associalions. Associalions provide a valuable
network of resources 1o their members through
publications and services such as newsletters,
conferences and seminars,

* Books
Many guidchooks, textbooks and manuuls on small
business are pubhished annually. To {ind the namey
of books not in your local library check Bogks In
Fnnt, a directory ol books currently available from
publishers.

+ Mouagazine and newspaper articles
Businiess and professional magazines provide
informaticon that is more curenl Than thar found in
books and textbooks. There are a number of indexces
(o help vou find specific articles in periodicals.

In addilion to books and magazines, many librarics
offer free workshops. lend skill-building tapes and
have catalogues and brochures descnhing continuing
education opporfunitics.
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